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Abstract 
As one of the major sub-sectors of the tourism industry, the hotel industry’s operations are inextricably tied to, reliant upon 
and/or largely derives from the varied environments and societies where it operates. In fact, the industry, as a whole, often 
impacts the very social and cultural fabrics of societies besides the surrounding natural environment and local resources. It  is 
therefore unsurprising that, of late, many hospitality businesses worldwide have been subjected to growing calls from the 
responsible business movement to adopt a more environmentally-friendly and also socially responsible approach to their 
respective operations. While the focus of past empirical research is mostly on environmentally-friendly initiatives, the social 
initiatives component as well as motives influencing the adoption of such initiatives have been ignored thus far. This paucity is 
even more pronounced in non-Western societies such as Malaysia and, in particular, locally-owned hotels. Therefore, this study 
aims to make a contribution by exploring the motives underlying local hotels’ corporate social responsibility (CSR) initiatives 
that focus on social/societal issues. Due to the distinctive nature of CSR, a qualitative approach was adopted for the purposes of 
this study. Specifically, semi-structured interviews are conducted with the general managers of 10 local Malaysian hotel chains. 
Our findings has implications on the conceptualization of CSR in developing countries, insights into the specific kinds of CSR 
initiatives undertaken as well as corresponding underlying motives and concludes with the implications of the findings, 
limitations and directions for future research. 
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1. Introduction 
Nowadays, tourism is one of the largest industries which contribute significantly to the global economy. Being an 
industry that offers predominantly resource-based activities, its success is inextricably tied to, reliant upon and/or 
largely derives from the varied environments and societies where it operates. The development of tourism-related 
industries provides benefits to local communities inside and outside a region (Bohdanowicz & Zientara, 2009). In 
this regard, it has been widely acknowledged that while there are obvious economic benefits arising from tourism, 
there are also considerable negative effects both environmentally and socially (Kasim, 2006; Kirk, 1995; Pigram & 
Wahab, 1997). It is unsurprising, therefore, that the tourism industry has often been pressed to play a leading role in 
making the transition towards more sustainable forms of development (Hawkins & Bohdanowicz, 2012). By natural 
extension, the hospitality sub-sector has also been subjected to such calls especially since it is the largest subset of 
the tourism industry. More specifically, the World Travel and Tourism Council, Earth Council and UN World 
Tourism Organization (1996) share the view that the tourism as well as hospitality industries are well-placed to 
create significant economic value and to lead other industries in embracing environmentally and economically 
sustainable business practices. In the last decade, many hospitality businesses around the world have responded to 
the growing calls from the responsible business movement to move on to a more environmentally-friendly and also 
socially responsible approach to their respective operations. This is partly due to the realization that the 
sustainability and long-term survival of the sector hinges upon clean natural surroundings, vibrant and culturally-
distinctive communities, and stable societies.  
Sustainability of the hotel industry also highlights the significance of Corporate Social Responsibility (CSR). 
Commission of the European Communities (2001) defines CSR as “a concept by which companies integrate social 
and environmental concerns in their operations and in their interaction with stakeholders on a voluntary basis. 
Academically, despite the increasing significance of CSR, relevant research investigating the preferred kinds of CSR 
initiatives as well as the underlying motivation influencing the adoption of such practices by hotels in developing 
countries are sorely lacking. In fact, the dearth of such research is mentioned by researchers such as Campbell 
(2007) who notes that “ little…attention has been paid to understanding why or why not corporations act in socially 
responsible ways” (p.946) and Nicholls and Kang (2012) who raise the importance of identifying the underlying 
motivations for CSR implementations. Malaysia, widely recognized as a major tourism destination, has successfully 
marketed itself as an ecologically- and culturally-rich country, is the country of choice for our CSR-focused study. 
In relation to this, researchers have shown that certain hotel chains in Malaysia have proactively adopted some 
environmentally- and socially-responsible practices (Kasim, 2005, 2007a; Kasimu, Zaiton, & Hassan, 2012). 
Meanwhile, other hotels have simply adopted selected practices without clear indications of the kinds of motivations 
that have actually compelled them to do so. 
Therefore, this study aims to make a contribution by exploring the social aspect of hotels’ corporate social 
responsibility (CSR) initiatives in developing country setting. Specifically, a qualitative study is conducted with the 
managers of 10 independent local chain hotels in the Klang Valley area in Malaysia. Our study focuses on the 
identification of underlying corporate motives for engaging in CSR initiatives relating to social/societal issues. Our 
intention is to explore the preferred kinds of initiatives undertaken and, consequently, to disseminate the best 
practices uncovered. Relevant empirical findings would contribute to the extant literature, industry and society as a 
whole.  For instance, identification of hotels’ underlying motives to engage in social initiatives can help scholars 
predict when companies are likely to participate in such activities. This is based mainly on hotel managers’ 
perspective. Research on this topic can benefit managers, policy makers, scholars and stakeholder groups in terms of 
developing more effective strategies for encouraging businesses to implement a social agenda. Since the majority of 
literature in the area of CSR addresses the consequences of such activities (Cheruiyot & Maru, 2012; Lee, Park, & 
Lee, 2013; Martínez, Pérez, & Rodríguez del Bosque, 2013), this qualitative study adds to existing body of 
knowledge regarding antecedents of CSR which can make a particularly useful contribution to the literature 
(Abaeian, Yeoh, & Khong, 2014). 
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2. Literature review 
2.1. Definition and theoretical foundation of CSR 
Over the past few decades, the on-going debate regarding the proper relationship between business and society 
has largely revolved around the concept of corporate social responsibility (Schwartz & Carroll, 2003). CSR is not 
new or recent (Friedman, 1970); rather it has a varied and long history. It is possible to trace the evidences of the 
business community’s concern for society back a few centuries (Barnard, 1938; Boswell, 1983; Kreps, 1962). 
However, most of the formal writing on social responsibility which shaped conventional CSR theories, practices, 
and research has been done throughout the 20th century, especially in the past 60 years. In addition, a sizable body 
of literature has accumulated for developed countries such as the UK and US whereas in most parts of Asia, the 
diffusion of CSR is less evident (Chambers, Chapple, Moon, & Sullivan, 2003). In its broadest sense, CSR takes as 
its premise that companies ought to justify their existence in terms of service to the community rather than mere 
profit (Bohdanowicz & Zientara, 2008). Hence, companies are expected to behave ethically and to act as good 
corporate citizens. On the one hand, dealing fairly with employees, suppliers and customers are emphasized, and on 
the other, supporting charitable causes (corporate philanthropy) and promoting environmental sustainability are 
focused.  
Both in the academic and also corporate world, there is an abundance of often-conflicting definitions as to how 
CSR should be defined. Conceptually, CSR can be understood as ‘a business’s intention, beyond its legal and 
economic obligations, to do the right things and act in ways that are good for society’(Robbins & Coulter, 2005). 
Some researchers such as Van Marrewijk (2003) and Dahlsrud (2008) have attempted to provide more well-rounded 
definitions. For instance, after analyzing 37 definitions, Dahlsrud (2008) identified five distinctive dimensions for 
the concept of CSR that have often been mentioned. The dimensions are social, voluntariness, stakeholders, 
economics, and environmental. One of the most popular and commonly used definitions is provided by the 
Commission of the European Communities (2001) who defines CSR as “a concept by which companies integrate 
social and environmental concerns in their operations and in their interaction with stakeholders on a voluntary 
basis”. Alternatively, the World Business Council for Sustainable Development (WBCSD) (1999) defines CSR as 
the business commitment for contributing to sustainable economic development, employees, their families, the local 
community and society to improve their quality of life.  
Based on the definitions above, it is apparent that the prominent stakeholder theory (Freeman (1984) offer the 
most fitting perspective for the holistic conceptualization of CSR. One of the key arguments of stakeholder theory is 
that managers should work for the benefits of numerous constituents rather than just their respective shareholders 
(McWilliams, Siegel, & Wright, 2006). According to Freeman (1984, p. 55), a stakeholder is “any group or 
individual who can affect or is affected by the achievement of an organization’s objectives (p. 55). Accordingly, 
stakeholders, include shareholders, management, employees, customers, the natural environment, the community, 
and suppliers. Therefore, the essence of CSR is that a company should consider the interests of various stakeholders 
when making business decisions. 
2.2. Implications of CSR for the hotel industry 
Undoubtedly, business accountability towards sustainability of natural and social environments is directly 
applicable to companies operating in the tourism and hospitality industry. It is important to note that many 
hospitality organizations, especially international hotel chains, were the pioneers in carrying out CSR initiatives and 
policies (Kasim, 2004; Kasim, 2007a, 2007b). While major hotel chains predominantly focused on developing their 
own sustainability programs in the beginning stages, they began to take on the wider issues of social responsibility 
in the 1990s (Kay, 1997). Consequently, the last two decades have seen the implementation of various CSR 
programs alongside the provision of extensive disclosures on their commitment, initiatives as well as achievements. 
Well-known CSR initiatives within the hotel sector is inclusive of the “Spirit to Serve Our Communities” at Marriot 
International Hotel (1999); “Enhance, Enrich, Embrace” Sustainability Program at Shangri-La Hotels (2010); 
“LightStay” and “Travel with Purpose” by Hilton Worldwide (2012). Others provide some disclosures relating to 
426   Vahideh Abaeian et al. /  Procedia - Social and Behavioral Sciences  144 ( 2014 )  423 – 432 
the numerous charities and organizations that they support such as Delta Hotels, InterContinental Hotels Group 
(Brønn & Vidaver-Cohen, 2009). Taken as a whole, such initiatives and/or disclosures show the important role that 
CSR can play toward such ‘stakeholders’ as workers, consumers, the broader society or even future generations. 
Apart from generic categories of CSR initiatives, researchers have found that different sectors have different CSR 
practices/preferences (Kucukusta, Mak, & Chan, 2013). Similarly, the hotel industry has a host of distinctive CSR 
activities and preferred CSR “categories” by researchers. For instance, Levy and Park (2011) classify CSR practices 
into five major categories, namely community relations, diversity issues, employee relations, environmental issues, 
and product quality. Separately, Gu, Ryan, Bin, and Wei (2013) classify CSR into eight categories - philanthropic 
initiatives, customer rights, environmental awareness, employee rights, health concerns, benchmarking, ethics, and 
wider community. On the other hand, Kucukusta et al. (2013) categorize CSR activities into five groups; vision and 
values, marketplace, community, workforce, and environment. Lastly, Tsai, Tsang, and Cheng (2012) shows six 
areas of CSR performance in hotels in Hong Kong which are state of affairs, internal and external consumers, 
business ethics, community interest, novelty and financial. Common in all these CSR classifications are the 
importance of internal and external stakeholders as well as environmental issues addressed by the accommodation 
sector. 
2.3. Motivations to adopt CSR 
The role of business in addressing social issues has been a topic of discussion for over one hundred years 
(Sydnor, Day, & Adler, 2014). As a strong proponent of the classical business perspective, Milton Friedman (1970) 
strongly opposed the notion of integrating CSR into core business. He believes that the commitment to CSR 
activities serves as an unnecessary distraction for business executives and is also a form of misuse of the funds of 
the company by declaring that the social responsibility of business is to increase profit. In recent years, it has 
become more common to describe business responses to social issues by having a socio-economic view. This view 
includes corporate responsiveness, in which corporations respond to social issues based on stakeholder pressure.  
Today, an extensive body of literature have proposed and scrutinized a range of reasons for businesses to 
incorporate CSR into their respective operations. Within the content of our study, Raviv, Becken, and Hughey 
(2013) state that the antecedents of implementing responsible tourism can be classified into two categories. First 
category is endogenous factors, or organizational drivers, which motivate the business internally to engage in 
responsible practices. Second category is made up of exogenous pressures, or drivers of change, which lead 
businesses to take responsibility, even when they do not see an intrinsic need to do so. Porter and Kramer (2006) 
note that CSR is often justified in terms of enlightened self-interest, moral appeal, license to operate, and rotation 
enhancement and propose that CSR can contribute to strategic competitive advantage. Carroll and Shabana (2010) 
propose that the business case for CSR incorporates cost and risk reduction, reputation and legitimacy, and synergic 
value creation. Sydnor et al. (2014) state that stimuli for involvement in the community by hospitality firms’ 
managers were owners’ personal relationships and values, community needs and expectations. Similarly, benefits of 
incorporating CSR would also encourage managers to engage more in environmental and social responsibility. For 
instance, Abaeian, Yeoh, and Khong (2014) provide a conceptual model of these benefits in hotel industry by 
illustrating them into three different categories which are benefits for the company, benefits for the workforce and 
community as well as benefits for the Society. While past studies show different motivational factors due to their 
business objectives varied across sectors, regions and countries, the need to explore further about hotel-specific 
motives and perceived benefits in a developing economy is logical.   
3. Methodology 
Due to the exploratory nature of the inquiry, our study utilizes a qualitative methodology, mainly through the use 
of semi-structured in-depth interviews. Semi-structured interview is a widely accepted method due to its flexibility, 
fairly balanced structure as well as the quality of the data obtained. Based on the objectives of this study, a 
purposive sampling strategy was employed. Patton (1990) suggests that purposeful sampling is appropriate for 
garnering in-depth information (i.e. rich context) where one expects to learn a great deal about issues that are of 
central importance to the purposes of the chosen research (p. 169). Our main sample consists of the general 
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managers of four- and five-star independent & local Malaysian chain hotels in the Klang Valley area. More 
importantly, these managers are involved in the decision-making for all major CSR initiatives within their respective 
organizations. Klang Valley (Malay: Lembah Klang) is an area in Malaysia comprising of Kuala Lumpur (i.e. the 
capital city of Malaysia) and its suburbs, and adjoining cities and towns in the state of Selangor. A list of the 
contacts was prepared based on the list of hotels provided by Malaysian Association of Hotels (MAH) and 
Malaysian Association of Hotel Owners (MAHO) from which the international chain hotels were removed from the 
list which provides the researchers with 52 hotels. Targeting four and five star hotel was for following reasons.  
Firstly, McGehee, Wattanakamolchai, Perdue, and Calvert (2009) asserted that the larger and more luxurious hotels 
tend to make more contributions to CSR activities. Moreover, properties located in urban and resort settings tend to 
contribute more than those elsewhere. Secondly, according to Zoweil and Montasser (2012) the concept of CSR is 
essential to luxury hotels if they aim to have a long term competitive advantage since CSR can turn threats into 
opportunities. 
All interviews were carried out between November 2013 and January 2014 by the principal researcher. The 
interviewees were selected based on certain established criteria. For instance, interviewees have to be the general 
manager, with at least 10 years of experience in the industry and at least 5 years of experience in the aforementioned 
management position. A total of 10 interviews, each lasted from 45 to 90 minutes, were conducted (See Table 1). 
 
  Table 1. Respondents’ Information 
No. 
Hotel 
Star 
Rating  
Location  
in Klang Valley Area Gender 
Years  
of Experience   
1 Five  Sepang Male Over 25  
2 Five Kuala Lumpur Male  20-25  
3 Four  Putra Jaya Female 5-10  
4 Five   Putra Jaya Male 10-15  
5 Four  Subang Jaya Female 5-10  
6 Four  Kuala Lumpur Male Over 25  
7 Four  Petaling Jaya Male 15-20  
8 Five Kuala Lumpur Male 15-20  
9 Five Kuala Lumpur Male 15-20  
10 Four Kuala Lumpur Female Over 25  
 
An inductive approach was adopted when analysing the interview data. The interview transcripts were read 
multiple times for clarity. Major themes and sub-themes were identified using open coding and axial coding. In this 
regard, the actual coding procedure was guided by the objectives of the study as well as interview protocols. The 
final report includes the voices of participants, the reflexivity of the researcher, and a complex description and an 
interpretation of the problem (Creswell, 2013). 
4. Findings & discussion 
4.1. CSR concept 
As was mentioned earlier, the literature offers a number of definitions for the term corporate social responsibility 
(CSR).  In this regard, our study aims to uncover hotel managers’ interpretation of the concept. Few respondents 
perceived CSR as mainly about making a contribution to society, especially “giving back” to the local community. 
In one of managers’ point of view, for instance, CSR is a right avenue to give back what was utilized from the local 
resources.  
R4: “Well the hotel is a business that always located in where you are surrounded by community. So our 
hotel have a role, I think not just our hotel but all other business should have the attitude to care and to 
give…how do you give back to the community, to the environment, to the people surrounding you?... it is a 
right way of giving back to the community.” 
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R1: “It is in our vision and mission statement too... ‘giving back to the community’…What we take we 
must give back.” 
For another manager, it was not easy to articulate the definition or what can be defined as CSR. The corporate 
social responsibility could cover many aspects and mainly relates to the type of initiatives they choose to be engaged 
with. 
R3:“CSR is very big concept so actually the initiatives, that this hotel does, do not really come to the 
CSR size…For us it is more like the community service or charity event. 
It was noticed that among the manager interviewed, a common understanding was that the sustainability or green 
was equivalent to environmental issues/practices and CSR to community service. Furthermore, it was also 
mentioned that CSR is related to responsibility of business towards the society as a whole. 
4.2. CSR initiatives  
The findings of this section suggest that managers interviewed consider a wide range of social initiatives. They 
indicated that the hotel participates in various acts to contribute in improving the quality of life of community as 
well as to the well-being of their employees. These activities are summarized in Table 2. 
 
            Table 2. Organizational Social Initiatives 
No Type of Initiative No of Participants 1 
1 
2 
3 
4 
5 
Donating small trees for planting 
Orphanage house clean-ups & maintenance   
Adopting families with no jobs 
Inviting from less fortunate/old folks homes during festive seasons 
Providing opportunities for guests to donate to/volunteer with community  
1 
6 
3 
10             
 5 
6 Organizing charity events at hotel  8 
7 Donating food, clothing items, used furniture, etc. to orphanage house  7 
8 
 
9 
10 
11 
12 
13 
 
14 
15 
Participating/contributing in international natural disasters (Typhoons at 
Philippines or UN World Food Program) 
Participating in Blood donation events 
Contributing to institutions such as schools 
Investing in training employees 
Organizing activities for improving staff well-being (e.g. sport activities) 
Implementing employee-friendly policies for safe, healthy/fair work 
conditions 
Providing employees with sufficient in-house training and education  
Provides opportunities for employees to share in decision making 
 2 
 
       2 
 3 
 7 
 4 
 5 
 
10 
6 
                                  1 No of hotels mentioned the activity. 
 
It seems like donation of their money, time and skill as well as organizing charity events were preferred 
initiatives which relate to CSR categories of community relations/philanthropic suggested by previous researchers 
(Levy & Park, 2011). Besides, conducting workforce program and training were emphasized which relate to 
employee rights and health concerns (Gu et al., 2013). 
4.3. Motivation & perceived benefits of engaging in CSR 
To some managers, the type of social initiatives the hotel undertakes (for instance, staff donation of their time 
and skills by helping in orphanage house clean-ups, maintenance, etc or old folks homes) is a move of their 
company for both educating and raising the awareness of their staff. 
R1: “It’s like a wakeup call for them [staff]. Saying that these people are still around and you need to help these 
people … you know… now, the generation are forgetting all these…” 
R7: “It is very important to us, as an organization to bring our people to see the other side at least they can 
understand a little bit further and do their part in charity as well. Most people are very well unaware of the sadness 
out there.” 
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R4: “You see why we choose the old folks home is because we want our employees to understand…to see that 
they are also like our parents. Employees have old people in their house. You know that is actually a way of 
educating our staff and also to giving back to the people who have raised us. And it is like giving them a reminder … 
you know…like ‘I should not abandon my parents, I should always make sure they are taken care of’. What we 
wanted to do is not only giving but also educating the people who are giving.”  
Next, CSR activities seem to assist the hotels in terms of employee retention (i.e. by making their staff feel better 
at their working environment, fostering the feeling of doing something worthwhile and, foster a sense of 
inclusiveness as well as loyalty to the organization). In addition, such initiatives also enhance long term profitability. 
Another theme that emerged was strategic motive as improved company’s image as well as providing legitimacy for 
the organization. Interestingly, Suchman (1995) suggested that legitimacy affects not only how people act toward 
organization, but also how they understand them. Babiak and Trendafilova (2011) suggests that attaining legitimacy 
may garner stakeholder approval, especially in times of organizational crises. The following extracts aptly reflect the 
identified themes:  
R2: “This is our commitment to show that we care for the community, obviously we also benefit from the 
community so we need to give it back to our community. The second part of it is obviously to our own committee 
team because it give them a sense of pride, that as a business we give back to the community that obviously supports 
us … to make them proud of where they work, as an organization…We always find that the team that are involved 
also gets a lot of sense of satisfaction.” 
R8: “My first philosophy in CSR is to make our associates happy. I let them take the ownership in organizing 
CSR initiatives. There was once a chef working for the hotel for 8 years. After an event being organized in an old 
folks home which I let him organize with his team and cook for them, he came back to me and said: ‘Boss… thank 
you, I feel so honoured because of giving me the opportunity to plan something on my own… I feel so proud of 
myself to being able to give to the old folks, I feel as if they are my parent’… If the associates are happy, then they 
will communicate this message better with our guest, then the guest will come back again and pay to stay with 
us…So if we don’t have happy associates, we wouldn’t have happy guest then we don’t have good profits.” 
The empirical findings above are mostly consistent with past studies that suggest that CSR activities have 
positive effect on the employees’ job satisfaction, morale, commitment identification with the company and 
retention (Aminudin, 2013; Bauman & Skitka, 2012; Bevan, Isles, Emery, & Hoskins, 2004; Bhattacharya, Sen, & 
Korschun, 2008; Lee, Park, & Lee, 2013). Raub and Blunschi (2014) suggest that employees’ awareness of CSR 
activities is positively related to job satisfaction, engagement in helping and voice behaviour, and personal initiative, 
and CSR awareness is negatively related to emotional exhaustion. Similarly, Bevan et al. (2004) believe that 
stronger commitment and a more positive attitude from employees could bring higher profitability and work 
productivity, and enhance capacity for innovation. According to Lee et al. (2013) perceived cultural fit and CSR 
capability significantly affect CSR perception and, consequently, employee attachment and performance. 
Furthermore, improving the quality of life of the wider community was also mentioned. Bohdanowicz and 
Zientara (2009) also emphasize the considerable effect of CSR-driven initiatives undertaken by companies in the 
hospitality industry on a host community’s socioeconomic situation with whom they share resources. 
R1: “We started by giving food to the people who have no house and stayed on streets, then we get to know them. 
And even when we find someone who is potential, we employed him! There was once we hire one of these people to 
work in the laundry. So, he started and he became a supervisor, and then after some years of working and 
participating in training, he became operator supervisor … We had few of them.” 
Another key theme that emerged from the interviews was better customer relationship and engagement. It was 
mentioned by few interviewees that publicity generated through CSR initiatives are only acceptable when the actual 
benefits goes back to charity event (rather than for publicity’s sake per se).   
R3: “When we have a charity event and the press comes and wants to interview with me, I never accept… don’t 
like to be appearing in newspaper. If you want to do that to welcome people to contribute, only for that purpose, 
they can put the name of our hotel, but not for publicity. And even the bonding between the customers and the staff 
has become more.” 
Managers’ personal intrinsic value was other theme that emerged out as the underlying motivation to engage in 
community-focused CSR initiatives. 
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R1: “If you want to engage in [charity as part of community initiatives], give it from your heart. It is not to get 
advertisement. We do a lot of things, all behind…no news, no media.” 
R5: “I believe what the left hand gives the right hand shouldn’t know, so I believe when you do charity, you 
shouldn’t blow the trumpet.” 
R2: “There are some things that we do that are designed as not to raise awareness exercise…And I think 
sometimes there is a greater sense of accomplishment in doing what is right thing to do and not make noise about 
it.” 
R10: “At the end of the day I think [the benefit of engaging with communities] is what you see… you will see the 
glowing faces of satisfaction and happiness to the people that you have brought to and that itself is a level of 
satisfaction that you experience … which that small amount of money doesn’t really matters to a lot of us but it 
matters to people who need those… So you know, you feel happy and you have a pleasure to see that you have 
brought some happiness to a group of community who needed it.” 
Hemingway and Maclagan (2004) indicate that the most obvious example of altruistic value in CSR can be 
corporate philanthropy. Moreover the managers’ personal values have also been an important factor influencing 
CSR integrations. Overall, internal/endogenous motivations emerged from the interviews were altruistic, legitimacy 
and competitiveness and external/exogenous motivations were economic advantage and profitability. 
5. Conclusion & limitations 
This study began by describing the concept of CSR and followed by the preferred kinds of CSR initiatives as well 
as the underlying motivations to engage in such activities by the hotel sector. Our chosen focus is four- and five-star 
hotels in the Klang valley area in Kuala Lumpur, Malaysia.  The study summarized the kinds of social initiatives 
that the hotels being interviewed actually engage with. In relation to the managers’ motivation to participate in CSR 
activities, the results indicate that most of managers engaged in these acts due to both endogenous and exogenous 
motives. Similar to the observation made by Njite, Hancer, and Slevitch (2011), we conclude that what is perceived 
as social responsibility in one sector may not necessarily apply to another sector. 
Several limitations stems from exploratory nature of this study. For instance, the sample does not reflect the 
whole Malaysian hotel sector. Besides, a need to have further exploratory studies on small- and medium-sized 
Malaysia hotels would provide a deeper insight into the motivation of CSR initiatives in a developing country 
setting. Furthermore, empirical studies need to be conducted to generalize the findings to have a better picture of the 
hotel sector. A larger sample of managers from different regions is required to further refine and develop the major 
themes uncovered by our study that would better reflect the entire hospitality sector. 
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